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QWURGXFWLRQ

H aving a successful business L V Qutvebout getting more leads and selling

more products. Those are important to ensure your business survives, but
they Z R Qfasessarily help you achieve all your business goals. To truly
grow your business, you need to create a plan and stick to it.

If you § Uéhdy to grow your business, vague, haphazard ideas Z R Q §atwyou
very close to your goals. You need to strategize for growth in a systematic
way. By following a growth strategy, you 1 @n@éw exactly where your

business is headed and how to get there.

Making the decision to expand your business is exciting. It means \R X€]
already delivering the products and services people want and ma king your
customers happy. But L WafsY a challenging period as you face risks around
expansion. Coming up with an actionable plan will help you mitigate the
uncertainties.

Before you grab the pen and paper and start writing your business plan, you
need to thoroughly assess your current situation. This will put you in the
best position to decide what modifications and innovations will have the

greatest impact  on your business growth.

In this course, \R X fr@tBodically review all aspects of your current business
and identify what you have going for you and what might be working against
you. Once this assessment is complete, you will  be ready to take your
insights and follow the step- by -step guide to plot your Business Growth Plan
which will lay the stepping stones for your future.

HGM Consulting hgmconsulting.ca



&5($7( <285 %86,1(66 *52:7+ 3/$1

Learning Objectives:

By the time you complete this course, you'll be able to:
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7DNH D IUHVK ORRN DW ZK\ \RX DUH LQ EXVL@HMVIBRQG ZK
\RXU EXVLQHVV JURZWK VR WKDW \RX FDQ UHFRQQHFW
\R X

S5HDIILUP \RXU LGHDO WDUJHW PDUNHW DQG VSHBIH\ \RXU
VR WKDW \RX NQRZ H[DFWO\ ZKR WR PDUNHW WR

*HW D VQDSVKRW RI WKH ILQDQFLDO VLWXDWLRQ RI \RXI
XQGHUVWDQG WKH UHVRXUFHY DYDLODEOH WR \RX

'"HILQH ZKDW \RX GR ZHOO DV D EXVLQHVV VR WKDW \]|
DOUHDG\ ZRUNV IRU \RX

$VVHVV WKH SODFHV LQ \RXU EXVLQHVV ZKHUH \RX DUHQT
VR WKDW \RX FDQ WDNH VWHSVY WR OHVVHQ RU HOLPLQD\

,GHQWLI\ \RXU EXVLQHVV RSSRUWXQLWLHY WR VHH ZKHUF
VR WKDW \RX WDS LQWR DQ\ KLGGHQ SRWHQWLDO

)ODJ WKH HIWHUQDO FRQGLWLRQV WKDW FRXOG KLQGHU
WKDW \RX DUH DZDUH RI ZKDW \RX QHHG WR GR WR PLWL

7DNH D ORRN DW \RXU FXUUHQW PDUNHWLQJ DQG LWV HII
NQRZ ZKDW WR IRFXV \RXU HIIRUWYV RQ

S5HYLHZ KRZ \RXU FXUUHQW WHDP PHPEHUV DUHQ@EBUNLQ
WRIJHWKHU VR WKDW \RX FDQ LGHQWLI\ FKDQJHV WR
SURGXFWLYLW\

(IDPLQH \RXU FXUUHQW EXVLQHVV SURFHVVHV DQG WRRC
GHOLYHULQJ ZKDW \RX QHHG DQG WR PDNH VXWR \RX KD
GDWH V\VWHPYV
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Y% 3IXW WRIJHWKHU D FRPSUHKHQVLYH %XVLQHVV *URZWK 3
PRQWKY WKDW ZLOO JXLGH DQG VXSSRUW \RXU VXFFHVYV

¥% S5HYLHZ \RXU %XVLQHVYV *URZWK 30DQ DQG LGHQWLI\ \RXI
\RX FDQ DFKLHYH WKH JRDOV \RX VHW IRU WKLV FRXUVH

This course is broken downinto 12 modules to take you step- by-step
through a comprehensive review of your business and the creation of a
Business Growth Plan.

The modules follow a logical order, so while you can skip around if you want,
L Wb$df to work through them one at atime.

As you go through each module, use your Action Guide to help you complete
the Action Steps  at the end of each.

/ Expectations \

Before we start the course, take a minute to think about what you want to
get out of it.

\ In the Action Guide, write down three skills you expect to gain. j
Now that \ R X Y tlddr about what you want this course to deliver, we can get
started.

HGM Consulting hgmconsulting.ca
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ORGXOH + 5HFRQQHFW :LWK
3:K\"" 21 <RXU %XVLQHVV

This is a turning point  in the life of your business: Y ou | Yd¢cided to grow

your business to the next level, and \R X t&thg to go. But before you do,
you have to review Z K D Wi§pgening in your business right now SO you can
strategically plan the areas for expansion and achieve the growth you seek.

In this first module, \ R X ffé@@nect with the vision you had for yourself and
your business at the very beginning. Then \ R X ffédir@@ that vision  to ensure
you have a clear, motivating picture of where and why you want to grow
your business.

Why Did You Create Your Business?

Before you started your business, you had a picture in your head of how you
wanted your futu re life to look. That dream spawned the vision that inspired
you to get going and start your own business.

As time passes and you get caught up in the minutiae  of day- to-day
business activities, L Wufidérstandable  to lose your connection  to this initial
vision. However, now that you want to grow your business, it § Wnportant to
revive that motivation, since it will carry you through the stages ahead.

Think back to when you were starting out and why you went into business.
It could have been to escape the 9- 5, to give your children a better
education, to have more freedom, to follow your passion, or something else

entirely. Over time our goals change, S0 you need to revisit your original
3:K\" " to see if L WsfjiMalid for you and your current lifestyle. Is that
HGM Consulting hgmconsulting.ca



&5($7( <285 %86,1(66 *52:7+ 3/$1

3:K\" still relevant to you? If it is, then you have your business mission; if
it LV QtfiaN you need to connect to what compels you today.

To make sure you G R Qde®this connection  in the routine working day, find

a visual representation  to remind youwhy  \R X T ot Business. It could be an
inspirational quote, a picture, an object, a symbol,  or something else that s
meaningful to you. You may know instantly what this will be or you may
need to take time to think about it. Once you have it, make sure LWV
somewhere you can see it every day *on your desk, on your laptop, or your
phone for example.

This is your starting point. You also need to define the end point: the 3:K\"T
of growing your business. This is your business mission.

Many people want to grow their business  to make more money. But there
are many other reason  s:

Create a
Global

Develop
Less Stress an Exit
Strategy

Spend Less Grow More
Time Leisure

Working Bu\s(i?]lérss? Time

HGM Consulting hgmconsulting.ca
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% 7R FXW GRZQ RQ WKH WLPH VSHQW LQ WKH EXVLQHVV DQ
% 7TRKDYH OHVV VWUHVV DQG ZRUU\ DQG KDYHVRRVBHUV P D¢
% 7R FUHDWH D JOREDO EUDQG

% TRGHYHORS DQ H[LW VWUDWHJI\ VR \RX FDQ VHOO WKH EX

¥ TRKDH PRUH WLPH WR WUDYHO RU KHOS LQ WKH FRPPXQL

You may have other motives, and some may be linked. You might want to
develop your exit strategy and you know that if you build your business,

then the financial returns when you sell will be greater. Your reason for
selling may be to have less stress, find more time to travel, and so on.
Always ask yourself what your ultimate motivation is. If youwant to make
more money, L Wufjlkely that your driving force is just to see cash

accumulate in the bank +you want the money  for something. That
something is your 3:K\"’

Whatever your aims are, you need to be clear about where you want to go
with your business growth from the start. This will help you plot your
roadmap and define the milestones you need to follow to getyou to that
destination.

Your Business Growth Options

There are a number  of ways to grow a business which  is already operating
successfully. : H { ®egoing into the details of this later in the course, but for

now brainstorm some ideas of how you might bring about growth SO you can
quickly see the possibilities. For examp le, you could:
HGM Consulting hgmconsulting.ca



&5($7( <285 %86,1(66 *52:7+ 3/$1

NEEY
Products&
Services

Profitable
Customer
Base

More
Customers

Increase
Prices

Ways to

Grow a
Business

Customers
buying
more

% )LQG PRUH FXVWRPHUV IRU \RXU H[LVWLQJ SURGXFWYV DQ

¥% ,QFUHDVH \RXU SULFHYV

¥% *HW H[LVWLQJ FXVWRPHUV WR EX\ PRUH RI \RXU RIIHULQ.

¥% (QWHU QHZ PDUNHWYV

¥ $SWWUDFW D PRUH SURILWDEOH FXVWRPHU EDVH

¥% 'HVLIQ DQG ODXQFK QHZ SURGXFWY DQG VHUYLFHYV

What would make most sense

to you?

HGM Consulting
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Decide what type of growth you want

% )DVW DQG IXULRXYV FDQ EULQJ TXLFN ILQDQFLDO UHWX
H[SDQVLRQ PHDQV \RX QHHG WKH LQIUDVWUXFWXUH DQC
LQFUHDVHG GHPDQG DQG OLNHO\ WKH LQYHVWRKHYW WRR
LQ SODFH WKHQ \RXU LQIODWHG EXEEOH ZL®® RRKRYPUEX U
IURP QHZ FXVWRPHUV WKH\ ZRQJW JLYH \RX D VHFRQG F

¥%2» 60RZ DQG VWHDPWIDQLF JURZWK WDNHV ORQJHU EXW FDQ
JUHDWHVW ORQJ ODVWLQJ UHVXOWYV I \RXU UHVRXUFHYV
LQFUHPHQWDO VWHSV WR VFDOH \RXU EXVLQHVV PDNLQ.
QHFHVVDU\ VXSSRUW HJ SHUVRQQHO GLVWULEXWLRQ
DYDLODELOLW\ PDUNHWLQJ EXGJHW DQG VR RQ

How you grow depends  on your resources (physical and mental, as well as
financial) and is a personal choice. What suits you may not suit the next
business owner.

Once \R X u ¥hbught about why you want to grow and how you want to
scale, you can project this into the future to find the endpoint  of your efforts.

Build a big picture view of where you want the business to be in 12 months.
When doing so, G R (fdr§eét that your business is alarge part of your life, so
think in terms of:

¥% RUN
% ILIHVW\OH

Contemplate the overall vision, not the specific goals ( ZH fr&x@n to those
when you create your Business Growth Plan in a later module). This vision
statement is a vivid mental image of what you want your business to be 12
PR QWtmeT It will give you a clear focus and prevent you from getting
sidetracked. Write it down to make it more powerful. Make it short and
concise. Here are some examples:

HGM Consulting hgmconsulting.ca
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SThere will  be a personal computer on every desk running Microsoft
software .~ (Microsoft's original vision statement)

3Qurvision is to be earth's most customer centric company; to build
a place where people can come to find and discover anything they

might want to buy online. ~ (Amazon.com)

3To build a community of coffee lovers in Brisbane, by serving the
best coffee  at the best possible prices. " (Neighborhood café)

30ur salon will change the way you think about a haircut, and leave
you glowing both inside and out. " (Local hairdresser)

-

Key Takeaways:
% <RX QHHG WR UHPHPEHU ZK\ \RXJUH LQ EXVLQHVV

~

% ,GHQWLI\ WKH UHDVRQ V \RX ZDQW \RXU EXVLQHVN WR JI

¥%» 30DQ DQ RYHUDOO GLUHFWLRQ VR \RX NQRZ ZKHy-I

(s

~

ction Steps:

1.

AXLFN :LQLQG D YLVXDO IRFDO SRLQW WKDW UHERQ
WKH 2:K\RI EHLQJ LQ EXVLQHVYV

/ILVW DOO WKH UHDVRQV \RX KDYH IRU JURZLQJ \RX

\RX L

)QHFW

U EXV

YLVLR:

3. '"HVFULEH ZKHUH \RX ZDQW WR ®WLIPG + ERQW KR XU
EXVLQHVV DQG \RXU OLIH E\ ZULWLQJ GRZQ \RXU
$FWLRQ *XLGH /
HGM Consulting hgmconsulting.ca
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ORGXOH + SOHYLVLW <RXU ,|C
&EXVWRPHU

I f your business is going to be successful, L Wefuial that you have a clear

picture of your ideal customer. You may have done work to identify your
ideal customer the past, but now that you want to grow your business you
need to be absolutely sure that the customer you 1 Ybeen selling to is the

same one you want to sell to in the future with your up scaled company.

In this module, \R X {f&¥i€it your ideal customer avatar and find new ways
to locate them.

Your Current Customer

When you want to scale your business, the first people you should look to
are your current customers. Since they already know, like, an d trust you,
they will be the first people interested in anything new  \ R X { dbkhg.

Gather information about the people who buy from you now. You may have
systems in place for this but if not, then a review  of the following will give
you data:

¥» IRRN DW ZKRYV EX\LQJ \RXU SURGXFW RU VHUYLFH
¥» 6WXG\ \RXU FXVWRPHU GDWDEDVH IRU LQIRUPDWLRQ
% ,QYHVWLIDWH ZKLFK SURVSHFWV FRQYHUW WR VDOHYV

You may think you already know this information, but G R Kipthis step  as
concrete data is more reliable than a gut feeling.

HGM Consulting hgmconsulting.ca

12



&5($7( <285 %86,1(66 *52:7+ 3/%1

You need to establish what these people have in common. If \R X { kaking
trouble with this, pick up the phone and talk  to current and past customers
to find out what they like about you and your offerings. Then do a
comparison.

Revisit Your Avatar

Probably the last thing you want to do is create another ideal customer

avatar. You 9 Ydefined this once (or more than once) and every business

program you take repeats the same message. 7KD Weéersuse WKHW@HTTV
reason forit xif you G R CkfidW who your ideal target market is, you ZRQTW

be able to gear your marketing campaigns to them,andyou ZR Q$e&'the
sales you want.

In light of your business growth ideas, L Wefudial to look at your customer
avatar again and k eep it up to date. Your business is changing and there
may be changes in the marketplace, so G R Qé&stVon the laurels of an
outdated customer profile.

Get as specific as possible on who your ideal customer is. + H U Hafféminder
of the two elements  to research:

Your Ideal
Customer
Profile

Demo Psycho

graphics graphics

% '"HPRJUDSKLFV *+ DJH VH[ ORFDWLRQ SURIHVVLRQ

¥% 3V\FKRJUDSKLFV £+ LQWHUHVWY HPRWLRQV DQG QHHGV

HGM Consulting hgmconsulting.ca
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Do your investigation and write up a new avatar which you can compare to
your current customer profile. Make sure that the people \ R X { tangeting fit
into your updated profile.

Where to Find Your Ideal Customer

You now know exactly who \R X  lddking to market and sell to.What you
want is to find look-alikes to expand your reach.

You already have existing sources for customers and ways of advertising to
them. But remember that social media usage has exploded in recent years
and is only continuing to grow.

You may not be using social media enough to find where your ideal customer
hangs out.

Take your customer avatar and research relevant groups on social media.
They might be called p O L &VoN Ywitter, proup F KD \&sVdh Instagram, or
HJUREKR DU &\ofi Pinterest.

Here are the main social media sites to check out groups on:

Facebook LinkedIn Twitter

—

HGM Consulting hgmconsulting.ca
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)DFHERRN
ILQNHG,Q
7ZLWWHU
,QVWDJUDP

SLQWHUHVW

What people are saying  in these groups will give you valuable information
for your marketing and product development.

There are also online conferences and exhibitions which migh t be
appropriate to your business. And G R Qdhre offline events like trade

shows and fairs as these are great places  to chat with potential customers
and find out what challenges W K H \ §idalihg with and what W K H \ Bbakiig
for.

Key Takeaways:

£7)
£7)

SHYLVLW \RXU LGHDO FXVWRPHU SURILOH WR PDN
.HHS WUDFN RI ZKHUH \RXU LGHDO FXVWRPHUV KD

a

o

ction Steps:

1.

2.
3.

~

4XLFN :LQULWH GRZQ ZKR \RX WKLQN \RX DUH VHOGQ(
FKDUDFWHULVWLFV HWF 7KHQ FKHFN WKLV DJDLQ

"ULWH DQVBSBEWH LGHDO FXVWRPHU SURILOH
S5SHVHDUFK \RXU LGHDO FXVWRPHU RQ VRFLDO PHG

VXUH
J RXW

LQJ W
VW \R:

LD DQ

NQRZ ZKHUH WR ILQG WKHP 7KHQ UHFRUG ZKDW&

HGM Consulting hgmconsulting.ca
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ORGXOH + &ODULI\ <RXU &XL
SURILW 3LFWXUH

When you expand your business, it might involve some financial

investment. You can limit this to a set budget, but you can only establish
that budget once you know what money is coming in and what is going out.
Some entrepreneurs are on top of their numbers, but many are not.

In this module \ R X 6n@ together data from your existing offerings to
clarify where you stand financially today.

Your Current Financial Picture

Whether \R X { tfiMen to grow by a desire for increased income or

something else, you need to know the financial picture of your business
today. Get clear on where your profits are coming from before you think
about making changes. Again, G R Qe%%dme you know -  do your homework

and check the facts.

Take your current offers and answer these key questions:

What Do You What Profit Do

Charge? : You Make?

HGM Consulting hgmconsulting.ca
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¥» :KDW GR \RX FKDUJH IRU HDFK"
% :KDW GRHV HDFK FRVW \RX WR SURYLGH"
¥%2 :KDW SURILW GR \RX PDNH RQ HDFK LWHP"

Gathering this information now will be useful later on when you write your
Business Growth Plan.

Additional Considerations

Business L V QuWMebout profits. Satisfaction goes along with income as you
see people buying and enjoying the offerings you have developed a nd
promoted.

As a small business owner, you are very close to your products and services.
For example, if you have a coaching  or consulting business, then you will be
investing your time for one- on-one work. If \ R X { ¥tented a product that
sells well, you will remember the time you spent designing an d perfecting
your invention before you allowed it to go on sale.

This probably means that you get more of a buzz from some offers than

others. You might have initially put up with offersyou G L G QVeWn order to
get your business off the ground. But n ow that \R X { btHh place where you
want to scale up, LSMifhe to review the satisfaction you get from your

products and services. Being in business is about doing the things you enjoy

(or should be) as well as ensuring your bottom line.

Before you go further into growth strategies, look at:

% :KDW \RX HQMR\ GRLQJ RU SURYLGLQJ LQ \RXU FXUUHQV
HOHPHQWYV \RXfUH JRLQJ WR ZDQW WR NHHS

% :KDW VWUHVVHV \RX RU WDNHV WRR ORQJ IRU OLWWOH |
WKH RITHULQJV \RX FKDQJH RU GURS DOWRJHWKHU

HGM Consulting hgmconsulting.ca
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~

¥ HHSLQJ RQ WRS RI \RXU QXPEHUV LV D SUHUHTXLYLWH II

% ,GHQWLI\ ZKHUH \RXU SURILWYV DUH FRPLQJ IURP|WRGD
FKDQJHYV J

Key Takeaways:

/Action Steps: \

1. 4XLFN :L@QRWH ZKHUH \RX WKLQN \RXU ELJJHVW SURILWYV
ZKDW WKH SURILW PDUJLQ LV

2. ILVW DOO \RXU FXUUHQW RIIHUV LQ \RXU $FWLRRQ"XLGH D
WR FODULI\ \RXU FXUUHQW SURILW SLFWXUH

3. :ULWH GRZQ ZKDW \RX HQMR\ GRLQJ RU SURYLGLQJ|LQ \R>
K ZKDW VWUHVVHV \RX RU WDNHV WRR ORQJ IRU OyWOH L

HGM Consulting hgmconsulting.ca
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ORGXOH + S HYHDO <RXU 6WU

$SVVHWYV

Often we focus on wha V¥ firong and what needs changing in our business.
Somehow L We@sfer to focus on the negative than the positive. We GRQTW
always spend enough time recognizing what works well and wh at value we

add with our business.

In this module, \R X fider@ify the factors you have going for you as a
company and list the assets you can take forward in your upscale.

The S.\W.O.T. Model

Before we get into the details about your strengths, O H WdkVat the
SW.O.T. model. ,Wé@né of the most useful templates businesses use to
examine where they are and identify the pull and push  ffactors for future
growth.

There are 4 quadrants  to the matrix:

W

S .
WEEUGQERES

Strenéths

T

(@) .
Threats

Opportu.nities

HGM Consulting hgmconsulting.ca
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% 6WUHQJIWKYV

% :HDNQHVVHV

% 2SSRUWXQLWLHYV
% TKUHDWYV

:H Y @&k at each separately in the next few modules, but try to keep the
whole picture in mind as we go along, as there will be overlaps between the
guadrants which  \R X 1h€e@ to consider.

Acknowledge T  he Strengths

Your Sstrengths “in the context of the SW.O.T. analysisaret  he things
\R X 1 gat going for you  as a business. Those include:

¥» 7TKLQJV \RX ORYH WR GR
¥% 7TKLQJV \RXU FRPSDQ\ GRHV ZHOO
¥ :KHUH \RX DGG YDOXH H J EHFDXVH RI \RXU H[SHULHQFF

¥4 :KHUH \RX VWDQG RXW H J EHFDXVH RI \RXU H[SHUW RU
NQRZOHGJH

Strengths can  be things like these:
¥% <RX KDYH PDQ\ UHWXUQLQJ FXVWRPHUV
¥ <RX JHW PXFK RI \RXU EXVLRHVRXBAKZBHBERPPHQGDWLRQ

¥%2» HFDXVH RI \RXU SDUWLFXODU H[SHUWHEHWVRRXLQUH WK
\RXU LQGXVWU\

¥ <RX UHFHLYHG DQ LQGXVWU\ SUL]J]H IRU D SURGXFW RU VI

HGM Consulting hgmconsulting.ca
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Identify your strength assets by reflecting on your business triumphs to
date. 'R Q P&/ modestand G R Q&ke/your achievements for granted. If

\R X { Yhelhaged to build a customer base that gives you great testimonials

or you can measure the transformation you make in SHR S Oty these are
things to value. Not every entrepreneur can say the same.

How to Get The Answers to These Questions

Looking at ourselves and our success L V @Qfvys easy. The answe rs to the
strengths questions may not be immediately apparent to you. Here are a
few ways to help you uncover your strengths:

Ask Existing
Customers

Ask Social

Find Your Strengths

¥% $VN \RXU FXVWRPHUV 'HYLVH D VKRUW VXUYH\ WR VHQG
SUHFLVHO\ ZK\ SHRSOH YDOXH \RX DQG \RXU RIIHULQJV
UHZDUG IRU FRPSOHWLQJ WKH IRUP WR HQFRXUDJH SHRS

HGM Consulting hgmconsulting.ca
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When you send your survey, also ask if you can contact people directly
and ask for their contact details. Then speak to as many customers
personally as possible. <R X §&dtBe richest information from one- on-
one conversations.

% 3RVW D GLVFXVVLRQ WRSLF LQ \RXU VRFLDO PHGLD JU
FRPPHQWYV

% 5HDG WKURXJK WHVWLPRQLDOV DQG IHHGEDFN \RXfTYH LU
SHRSOH SLQSRLQW DV \RXU JUHDWHVW VWUHQJWKYV

Key Takeaways:
% 8VH D 6 :2 7 DQDO\VLV IRU VWUDWHJILF SODQQLQ
% <RXU VWUHQJWKYVY DV D EXVLQHVV DUH \RXU JUHDWHVW D

/Action Steps: \

1. 4XLFN :LQl VRPHRQH DVNHG \RX ZKDW \RXU ELJJHVW VWU
ZRXOG \RX DQVZHU"

2. VN \RXUVHOI WKH TXHVWLRQV OLVWHG LQ \RXU $FWLR!
VWUHQJIJWK DVVHWYV

3. 30bQ zb\V WR JHW REMHFWLYH DQVZHUV WR ZKDW| \RXU
VWUHQJWKY VWDUWLQJ ZLWK \RXU FXUUHQW FAXMWRPHU\

\ WKH GDWD \RX JDWKHU /
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ORGXOH + 3LQ 'RZQ <RXU
% XVLQHVY :HDNQHVVHV

There are always elements of our businesses that ZH { ddtigreat at or that

we G R Q& y\enough attention to, especially when the business IS young.
When a company says L WIAR U N LM@R Z D Uapafticular vision, WKD& TV
acknowledgement that they D U H @é&r&Wet but they know what WK I\
aiming for.

In this module, \R X fider@iify the places in your business where you DUHQYW
performing strongly but where, with some attention, you could turn into
strengths.

Accept The Weaknesses

3:H DN QH V \hHNIS context mean areas where your business LVQSW
robust as it could be. For example:

% <RX GRQYW KDYH D VWUDWHJILF PDUNHWLQJ SODQ VR \R

SUOPDUNHWLQJ PHWKRGV

¥% <RX GRQfW XVH VRFLDO PHGLD DV D VRXUFH RI XVHIXO

VR \RXfUH PLVVLQJ RXW RQ YDOXDEOH GDWD

¥% <RX GRQTW KDYH D KLJK FRQYHUWLQJ OHDG JHQWUDWLR!
DWWUDFWLQJ HQRXJK SHRSOH LQWR \RXU PDUNHWLQJ IX

'R Q fawl bad about your E XV L Q Waakhesses. Improvements are always
possible in business, as in life. As we grow, we develop, so tryinstead to see
the future potential behind your current weaknesses.
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The growth of your business will highlight any areas of weakness that
already exist. It makes sense to deal with them now  to make your business
stronger in the future. But you need to be hone st.

< R X §a&8ily find where the weaknesses are, as they will show as:

¥ $UHDV ZKHUH \RXTUH VWUXJJOLQJ
¥% 21ITHUV WKDW DUH ORVLQJ \RX PRQH\

% 3UREOHPV \RXYUH KDYLQJ PDNLQJ VDOHYV

Questions to Ask Yourself

You may instantly know or think you know where your weak areas are. But
take it calmly and use these questions to help you identify them:

:KDW:-V KROGLQJ \RX EDFN IURP JURZWK"

4
-~

What resources do you lack?

What parts of your business are not very profitable?

Where do you need further education and/or experience?

What are your biggest time drains?

HGM Consulting hgmconsulting.ca
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Yo :KDWJV KROGLQJ \RX EDFN IURP JURZWK"

¥% :KDW UHVRXUFHV GR \RX ODFN"

¥ :KDW SDUWYV RI \RXU EXVLQHVY DUH QRW YHU\ SURILWDE
¥ :KHUH GR \RX QHHG IXUWKHU HGXFDWLRQ DQG RU H[SHUL

¥% :KDW DUH \RXU ELJJHVW WLPH GUDLQV"

Moving Forward

Now that \R X | gadthered some data, \R X 1 I l4 good position to flag the
areas of underperformance - for example, customer service or sales follow-
ups.

'R Q fwsh ahead to think of solutions to these problems or get bogged down
in the issues \R X { ta¢ihg. Right now, \ R X &irkbly gathering evidence.

When you put together your Business Growth Plan in a later module, \RXYOO
take this information and use it to strategize ways for change.
For now, L Wefiaugh to highlight the areas for improvemen t. For example:

% ,GHQWLI\ ZKLFK RIIHUV DUHQYW SD\LQJ RIl DQG PDUN
HOLPLQDWLQJ

% 3LQSRLQW ZKHUH \RX QHHG PRUH H[SHULHQFH RU WUDLQ
% /IRRN DW ZKHUH \RX QHHG WR EXW FRVWYV

¥ &RQVLGHU ZKHUH \RXU VWDIILQJ LVQYW DGHTXDWH WR S
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Key Takeaways:
% ,WV LPSRUWDQW WR LGHQWLI\ ZKHUH \RXU EXVLQHVV QHI
% :HDNQHVVHV FDQ EH WXUQHG DURXQG RQFH WKH\{YH EH}

/Action Steps: \

1. 4XLFN :LQKDWYV WKH RQH WKLQJ \RXTG UHDOO\ OLNH WR
EXVLQHVV"

2. VN \RXUVHOI WKH TXHVWLRQV OLVWHG LQ \RXU $FWLRQ
EXVLQHVV ZHDNQHVVHYV

k 3. ODNH D OLVW RI DUHDV IRU LPSURYHPHQW /
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ORGXOH + 8QFRYHU <RXU +L¢
2SSRUWXQLWLHYV

Though you may not see them right off the bat, there are areas in your
business that you can tap into for growth. You probably KDY H Qafl Wiuch
time to look for them whilst \ R X { ¥e¢n building and running your business
thus far. But once identified, they can provide you with valuable sources of
opportunity.

In this module \R X fn® for the hidden diamonds which lie not too far
beneath the surface and bring them to light to help grow your business.

Embrace The Opportunities

32S SRUW X QL WelS:W.O.T. matrix are the untapped potentials in your
business.

Opportunities

Internal External

1Related products/ services that 1Related audiences
can be quickly developed IRepeat business

Hntroducing efficiencies in iMarketing opportunities
working practices

HGM Consulting hgmconsulting.ca
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¥» TKH\ PD\ EH H[WHUQDO OLNH FKDQJHV LQ WKZAL M UN F
VWLPXODWH \RXU EXVLQHVV

% 7KH\ PD\ EH LQWHUQDO OLNH WKH WKLQJV \RX GRQTW
DWWHQWR®GI GIDR' G D\ EDVLYV

The se are exciting hidden assets which could have the potential to increase
your revenue and grow your business.

They include:

¥ SBURGXFWV RU VHUYLFHVY UHODWHG WR ZKDW \RX DOUHL
TXLFENO\ GHYHORSHG

% SHODWHG DXGLHQFHV WR \RXU XVXDO FXVWRPHU JURXS
LQWR

% 5HSHDW EXVLQHVV WR EH JHQHUDWHG ZLWKLQ \RXU H[LV

Y% ([SDQGLQJ \RXU UHDFK WKURXJK PDUNHWLQJ RSSRUW
YHQWXUH SDUWQHUV RU DIILOLDWH PDUNHWLQJ

% ,QWURGXFLQJ HIILFLHQFLHV LQ ZRUNLQJ SUDFWLFHV WR

Questions to Ask Yourself

These questions will help you identify the untapped areas that co uld help
you achieve your objectives:
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How can you do more with your existing customers or clien ts?
9

What new target audiences do you have the potential t o reach?

@
Do you have projects on the side-burner that could add revenue?

L 2

'R \RX RU \RXU WHDP KDYH WDOHQWYV DWNWROODURQ b
4

How can you use new technology to enhance your busine ss?

L 4

What partnerships could provide an opportunity for your business

Are there any external forces that could help your b usiness?

¥% +RZ FDQ \RX GR PRUH ZLWK \RXU H[LVWLQJ FXVWRPHUV R
¥% :KDW QHZ WDUJHW DXGLHQFHV GR \RX KDYH WKH SRWHQV

¥% 'R \RX KDYH SURMHFWYVY RQ WKH VLGH EXUQHU WKDW \RX
ZKLFK FRXOG DGG UHYHQXH™"

% 'R \RX RU \RXU WHDP KDYH WR O HQ /MU LVHNQLEHD WKBW \RX D
XVLQJ"

% +RZ FDQ \RX XVH QHZ WHFKQRORJ\ WR HQKDQFH \RXU EX\

% :KDW SDUWQHUVKLSV LQ UHODWHG DUHDV RI SURGXFW
SURYLGH DQ RSSRUWXQLW\ IRU \RXU EXVLQHVV"

¥ $UH WKHUH DQ\ H{IWHUQDO IRUFHVY WKDW FRXOG KHOS \R.
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Moving Forward

Once again \ R X Y takihg a snapshot here, not finding ways to explore these
untapped opportunities. <R X fi®tat in a later module.

For now, L Wefiaugh to flag up the evidence by, for example:
% ,GHQWLI\LQJ WKH SURMHFWY WKDW UHTXLUH IRFXV EXW !
% +RPLQJ LQ RQ ZKDW DYDLODEOH WHFKQRORJ\ ZRXOG LPS

% 6SRWWLQJ XQWDSSHG WDOHQW DPRQJVW \RXU WHDP

-

Key Takeaways:

% 0DQ\ EXVLQHVVHY KDYH KLGGHQ DUHDV RI SRWHQWLDO ZLC

¥ ,W PD\ QRW WDNH PXFK LQYHVWPHQW HLWKHUO WLPH
\ WKHVH RSSRUWXQLWLHY IRU WKH DGYDQWDJH RI \\RXU EX

/ Action Steps: \

1. 4XLFN :LQKDW RQH WKLQJ KDYH \RX DOZD\V ZDQWHIG WR C
EXVLQHVV EXW KDYH QHYHU KDG WKH WLPH"

2. VN \RXUVHOI WKH TXHVWLRQV OLVWHG LQ \RXU $FWLRQ
RSSRUWXQLWLHYV

3. /LVW WKH H[WHUQDO DQG LQWHUQDO IDFWRUV WKDW FF

\ EXVLQHVYV JURZWK /
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ORGXOH + /DFNOH WKH
<RXU % XVLQHVYV

Every business encounters threats that come from the competitive

landscape in which they operate. They are external factors which can hinder
your business growth. You may have already experienced this in the past,
and \R X fhbdnd to experience it in the future as you grow your business
and rea ch new markets.

In this module, \R X fd@IO at the aspects that can put your business in
danger to make sure you are aware and take steps to prevent threats from
overtaking your business.

Facet he Threats

Regulatory
Environment

Change in
Competitor
Activity

Economic
Conditions

Possible

Threats

Developments Environmental
in Tech Effects

Change in
Customer
Demands

/KUH
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You need to stay informed about trends in your industry  or market sector

which might prove a threat to your business. Imagine \R X { &freelance
photographer: if you G R QMaW to use a digital camera, your business FDQTW
survive in W R G Dhigh digital world.

SThreats ~in this context are things you G R Qe direct control over. These
can include:

% 5HIXODWRU\ HQYLURQPHQW
% (FRQRPLF FRQGLWLRQV
¥% (QYLURQPHQWDO HIIHFWYV
Threats can also come from your competitors, current and new.

You need to know who your competition is and what they are up to, as
changes in their businesses can affect your own. For example, if your direct
competitor suddenly slashes their prices in half, \R X fHéve to find ways to
compete more on value. Or, if a new competitor has arrived on the scene
who is offering the same value proposition, \R X have to figure outaway to
stand out differently.

Other threats can include:
% &KDQJLQJ FXVWRPHU GHPDQGV
% "HYHORSPHQWY LQ WHFKQRORJ\

% &KHDSHU JOREDO FRPSHWLWLRQ

Are these apparent in your industry? 'R Q f@épair because, once

recognized, some threats can be turned to opportunities. Think  of the threat
that television posed  to the movie industry  as people stayed home and no
longer went to the movies. Then think about the huge entertainment giants
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like Netflix and H BO who have met the challenge by providing different ways
to deliver their product.

When

\ R X { fa¢ed with a threat, G R Qgdnwre it. Be open to the possibilities

it might bring.

Questions to Ask Yourself

These questions will help you identify the external conditions tha t could
affect your E XV L Q Hoérfofimvance:

sl \What problems do you face?

What are the strengths of your biggest competitors?

What are your competitors doing that you are not?

mmmel KDW:-V JRLQJ RQ LQ WKH HFRQRP\ WKDW PLJK - A

What developments are happening in your particular industry?

£7)

£7)

£7)

S7)

E7

:KDW SUREOHPV GR \RX IDFH"

:KDW DUH WKH VWUHQJWKYV RI \RXU ELJJHVW FRPSHWLWR
:KDW DUH \RXU FRPSHWLWRUV GRLQJ WKDW \RX DUH QRW
:KDW V JRLQJ RQ LQ WKH HFRQRP\ WKDW PLJKW DIIHFW \F

:KDW GHYHORSPHQWY DUH KDSSHQLQJ LQ \RXU SDUWLF X
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Moving Forward

Flag the evidence you need to pay attention to. For example:

¥» 6SRWWLQJ WHFKQRORJ\ FKDQJHV ZKLFK FRXOG DOWHU Wi
JRRGV DQG VHUYLFHYV

% 7DSSLQJ LQWR WKH ORFDO QDWLRQDO DQG JOREDO PD
EXVLQHVVHV WR \RXUV

Review the S.W.O.T. Analysis

Now that \R X { ¥dthpleted the four quadrants, L Wifhg to look at them all
together. Find ways to combine the data \R X § ¥rHassed to give you even
more insight into your business, e.g.

¥% +RZ \RX FRXOG SXW \RXU VWUHQJWKY DQG RSSRUWXQLWL
DUHDV IRU JURZWK

¥ +RZ VRPH RI \RXU VWUHQJWKY FRXOG FDQFHO RXW VRPH

¥% /IRRN DW \RXU ZHDNQHVVHVY DQG RSSRUWXQLWLHYV WR FUH
IRU LPSURYHPHQW

¥» ([DPLQH ZKLFK DUHDV RI ZHDNQHVYV DQG WKUHDW \RX F
DGYDQWDJH

Write down your thoughts. <R X fjg@ ese insights when you create your
Business Growth Plan in Module 11.
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(«

-

ey Takeaways:
% $00 EXVLQHVVHV KDYH H[WHUQDO WKUHDWV WR

WKHLU LPPHGLDWH FRQWURO

¥% $ZDUHQHVYV Rl WKHVH RXWVLGH IDFWRUV ZLOO K

WKHP

~

/

ﬁction Steps:

1. 4XLFN :LQKHQ \RX WKLQN RI WKUHDWYVY WR \RXU EX\
JUHDWHVW IHDU" +RZ PLJKW \RX WXUQ WKLV DURX(

2. VN \RXUVHOI WKH TXHVWLRQV OLVWHG LQ \RXU $H

WKUHDWYV WR \RXU EXVLQHVV

ZLWK \RXU PDLQ SRLQWYV IRU HDFK

~

3. &RPSOHWH WKH IRXU TXDGUDQWY RI WKH 6:27 PDW

$VN \RXUVHOI WKH TXHVWLRQV OLVWHG LQ \RXU $H

FRQWH

10S \R.

LQHV\
DG DQ
WLRQ

UL[ LQ

WLRQ

IRXU TXDGUDQWY DQG FRPELQH WKH GDWD WR y
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ORGXOH + ([SORUH <RXU
ODUNHWLQJ 3RWHQWLDO

Marketing is the lifeblood of every business. It might be paid, low-cost, or

free, but you need it if youwant to sell your products and services.

Marketing will also help you build your brand and raise awareness of your
business. Whatever you are doing now may be working to bring in revenue,
but as you grow your business, the future direction of your marketing

strategy is crucial.

In this module \R X fe@ate your current marketing activities and reflect
on what needs to change to reflect your growth.

Verify What is Working

Before looking at what you might want to change in terms of your
marketing, L Wk&W to review Z K D W§ppening in your business now.

<R X fjavesome sense of the marketing milestones \ R X 1 ¥iithover the last
year, but that might be based on gut feeling rather than a specific audit.
Check the facts by taking a detailed look back at the last 12 months with
these questions:

Did we achieve our goals?
Has our target market changed?

Did our marketing message penetrate the market?

Is our brand clearly recognized?

Did we make the sales we wanted?
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¥% 'LG ZH DFKLHYH RXU JRDOV"

% +DV RXU WDUJHW PDUNHW FKDQJHG"

% 'LG RXU PDUNHWLQJ PHVVDJH SHQHWUDWH WKH PDUNHW"
¥,V RXU EUDQG FOHDUO\ UHFRJQL]HG"

¥% 'LG ZH PDNH WKH VDOHV ZH ZDQWHG"

The achievements \ R X { Yhede have been done through the use of
marketing tools and strategies. Scrutinize these marketing tactics both
online and offline by looking at your sales metrics, such as conversion rates:

¥%2 :KDW JLYHV \RX WKH EHVW ILQDQFLDO UHWXUQ" <RX PD
DGYHUWLVLQJ \HW EXW UHPHPEHU WKDW WKH WLPH VS
ZRUG DERXW \RXU RIIHUV DOVR KDV D FRVW

¥ :KDW JHWV \RXU EUDQG WKH PRVW H[SRVXUH"
% :KDW PDUNHWLQJ GR \RX HQMR\ GRLQJ"
% :KHUH FDQ \RX LPSURYH"

This information will ~ be crucial when you come  to make decisions about
changes in your marketing.

New Marketing to Grow Your Business

In order to grow, you might need additional ways of marketing. They may
cost more than you spend currently, and this will be part of the investment
in your scaled up business. However, more effective marketing can make

your business more efficient, save time and, of course, bring in more
customers.

For example, you might consider:
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¥% 6WDUWLQJ WR XVH ZHELQDUV WR VHOO SURGXFWYV DQG V
% 6HWWLQJ XS D FRQWHQW PDUNHWLQJ V\VWHP

¥% 7TDNLQJ SDLG DGYHUWLVLQJ RQ )DFHERRN

¥ $GGLQJ YLGHR LQWR \RXU PDUNHWLQJ

When you put together your Business Growth Pla n, \R X f@ka decisions on
where to make changes in your marketing tactics.

-

Key Takeaways:

% 1RW DOO PDUNHWLQJ VWUDWHJILHYV ZRUN IRU DO EXVL(
VHOHFWLYH

\ % 7R DFKLHYH JURZWK \RX PD\ QHHG WR DOWHU \RXU PDUN

ﬁtion Steps: \

1. 4XLFN :LQRWH GRZQ KRZ VXFFHVVIXO \RX WKLQN \RXU PDL
EHIRUH \RX ORRN LQ GHWDLO DW WKH RWKHU T&HVWLRC
LGHD RI KRZ WXRXOGUH WR \RXU PDUNHWLQJ

2. TDNH D ORRN EDFN DW WKH ODVW PRQWKY DQG PVN \R
OLVWHG LQ \RXU $FWLRQ *XLGH

3. 5SHYLHZ \RXU FXUUHQW PDUNHWLQJ WDFWLFV ERWK| RQOL
DW \RXU VDOHV PHWULFV VXFK DV FRQYHUVLRQ UDWI
TXHVWLRQV OLVWHG LQ \RXU $FWLRQ *XLGH

4. :ULWH GRZQ ZKLFK PDUNHWLQJ WDFWLFV \RX WKLQN ZRX
\ EXVLQHVYV JURZWK
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ORGXOH + $VVHVV <RXW 7HD

"HYHORSPHQW

The people who work with you are a crucial part of your success as a

business. Youreally F D QdpVit all by yourself anymore, even though you
probab ly started out that way. However big or small your team is currently,
now is a good time to take stock.

In this module \R X fd@kO at how your team is working and think about
changes you will need  to put in place to meetthe demands of your up-scaled
business.

Your Current Team

You may not have a massive team just yet, but you very like ly have at least
a virtual assistant  or admin assistant, a tech person who helps with your

website and other technical tasks, and an accounts person. They may not

work full-time  or regularly for you tyou may use them on an ad hoc basis.

Regardless of your W H D Ri%e&/they need to support your development and
not get in the way of it. Y ou also need to allowthem to do the work you
need done and not sabotage th eir output. This happens with some business
owners when they resist letting go of controland try  to micro-manage their
team. This is demotivating for your team and counter-productive for the

business, so GR QdiWat be you.

Take the time now  to review your current processes with team members
such as communication systems, content development, and other outputs.
Answer these questions:
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Y% KDWYV ZRUNLQJ ZHOO"

£7)

KDW QHHGV LPSURYHPHQW"

When working with a team, you need to aim for:

Clear Goals & Regular Human

Milestones Communication Interaction

S7)

3

£7)

£7)

7UXVYW 'HOHJDWH FOHDUO\ WR WKHP DQG WKHQ WUXVW W
GRQH

&OHDU *RDOV DQG OLOHWDWRQYKXWH \RX NQRZ ZKDW \RX ZDC(
WKDW \RX FRPPXQLFDWH WKLV WR WKH ULJKW SHUVRQ $
NQRZ ZKDW LV H[SHFWHG DQG E\ ZKHQ

SHIXODU &RPPXQLFODWRR@HHG WR NHHS LQ WRXFK UHJX
\RXU WHDP 'HSHQGLQJ RQ ZKDW WKH\fUH ZRUNLQJ RQ |
PHDQ VHWWLQJ XS D ZHHNO\ 6N\SH VHVVLRQ RU D PLG
FKHFN SURJUHVYV

+XPDQ QWHUDRBEWLRRX HPSOR\ UHPRWH ZRUNHUV WKH\ V'
LOQWHUDFW ZLWK \RX WV PRWLYDWLQJ IRU \RXU WHD
SHUVRQDOO\ DQG \RX FDQ JHW WR NQRZ WKHP EHWWHU
EXLOG D VWURQJHU WHDP

What needs to change in these aspects of team working?
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Evaluate Your Existing Team Members

Before you start thinking you have to hire more people, there may be
valuable internal changes you could make to improve the performance of
your current team.

You probably hired someone to do one specific operation, but they likely
have additional skills and talents that could be useful to your business.
Carefully consider each H P S O R\ hpétdntial and whether you could train
them to take on other tasks.

When you evaluate the people you have on your team now, ask yourself:

Who Could Who has

Mgr%up?(frtno Potential?

Who Needs
Motivating?

¥% KR LV DGGLQJ YDOXH"
¥% :KR KDV SRWHQWLDO"

¥% KR GRHWQY
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41



&5($7( <285 %86,1(66 *52:7+ 3/%1

¥% KR QHHGV PRWLYDWLQJ"
¥% &RXOG , VZDS UROHVY DURXQG WR JHW PRUH IURP WKHP"

Some of the changes may have resource implications, so you should
consider those as well.

Outsource To Fill Gaps

Even with internal change s, you may need to recruit to augment your
existing team. Outsourcing can free you up to focus on growing your
business and can fill the gaps on your team as your business grows.

Ask yourself:

What tasks
do you no

What tasks What tasks
could you are you still
outsource? doing?

What
resources do

longer wish
9 you need?

to do?

¥% :KDW WDVNV DQG SURFHVVHV FRXOG \RX RXWVRXUFH"
% :KDW WDVNV DUH \RX VWLOO GRLQJ WKDW VKRXOG EH GR
% :KDW WDVNV GR \RX QR ORQJHU ZLVK WR GR™"

¥% :KDW UHVRXUFHV GR \RX QHHG"
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(«

ey Takeaways: \

¥%2 TKH SHRSOH \RX KDYH ZRUNLQJ IRU \RX QRZ VKRXOG EH F
EXVLQHVYV LQ D SRVLWLYH ZD\

% 7TKHUH PD\ EH LQWHUQDO FKDQJHV \RX FDQ PDNH WR LPS
\ ¥% <RX PLIKW ZDQW WR FRQVLGHU RXWVRXUFLQJ PyH

ﬂction Steps: \

1. 4XLFN :L@KLQN DERXW \RXU FXUUHQW WHDP SHUIRUPDQFF&
ZKDWITV ZRUNLQJ ZHOO DQG ZKDW QHHGYV LPSURYHPHQW

2. /[LVW WKH PHPEHUV RI \RXU WHDP 7DNH D FULWIGFDO ORF
DVN \RXUVHOI WKH TXHVWLRQV OLVWHG LQ \RXU $FWLRQ

3. ODNH D OLVW RI WDVNV \RX DUH VWLOO GRLQJ WKDW VKR
HOVH RU WKDW \RX QR ORQJHU ZLVK WR GR 7KHVHH DUH
RXWVRXUFH RU GHOHJDWH WR VRPHRQH HOVH

K4. ODNH D OLVW RI WHDP UHVRXUFHV \RX IHHO \Rxpm QHHC

HGM Consulting hgmconsulting.ca

43



&5($7( <285 %86,1(66 *52:7+ 3/$1

ORGXOH + DO HFRQVLGHU <R
%W XVLQHVY S3URFHVVHY DQG 7

The processes and tools you use in your business need to suit both you and

your team, and are especially important if you employ remote workers. Their
purpose is to make the work go smoothly so that you can assign tasks and
know that they will be done in the way you want.

In this module \R X Yd@lO at the business processes you have in place and
the tools you use, and asses if they are the best ones to support your
growth.

Pick Your Processes

The processes you have in place demonstrate how you do things currently.
Their nature will depend on the type of business you have, but  they will
usually include ways to:

Train a
NETAEET)
Member

HGM Consulting hgmconsulting.ca

44



&5($7( <285 %86,1(66 *52:7+ 3/%1

% *HQHUDWH QHZ OHDGV
% &RQYHUW QHZ FXVWRPHUV
% 7UDLQ D QHZ WHDP PHPEHU
% 6HW XS D VDOHV IXQQHO

Yo IDXQFK D SURGXFW

You will already have some processes established in your existing business.
You may have developed them consciously or they may have evolved over
time.

Take another look at your key processes and assess how happy you are with

iDo they meet your business needs?

tWhat could be improved?

tWhere could you free up more time?

tWhere could you cut costs?

iHow are these processes increasing your team
efficiency?
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% +RZ HIILFLHQW DUH WKH\"

¥% 'R WKH\ PHHW \RXU EXVLQHVV QHHGV"
% :KDW FRXOG EH LPSURYHG™"

¥% :KHUH FRXOG \RX IUHH XS PRUH WLPH"

¥ +RZ DUH WKHVH SURFHVVHYV LQFUHDVLQJ \RXU WHDP HIIL

Now think about what process \ R X fu€eQor prioritizing any changes you
make in your business moving forward. What criteria will you use? For

example, you may want to focus first on those things that  you can easily
outsource, so thatyou canfree up time to thenfocus on the areas that
require your personal involvement. <R X fig@ to set up your own
process and criteria for prioritization so that you keep the  core business
going while  \ R X { gréving.

Track Your Tools

File
Sharing

Appointment
Scheduling

Project
Management

TAcuity Scheduling
1You Can Book Me

fAsana
iBasecamp
fTrello

1Google Drive
iDropbox
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Alongside your processes, \ R X 1@ Gsing many different tools in your
business, especially if you have remote team members. These can be tools
for productivity like Asana, Basecamp , or Trello , for sharing information like
Google Drive  or Dropbox , or appointment scheduling like Acuity Scheduling
You Can Book Me, etc.. Depending  on your business needs, you may use

other types of software for various purposes.

Review the tools you use to see if they are still valid for your business. They
may have worked for you at one point but are  no longer suitable for your
future business plans. You might have something new that you bought and
which you could now bring into use. Make sure you D U H aying for
something that you G R QU§&V teither use it or cancel it.

There are n ew apps coming on the market all the time. Yours might need
updating or replacing with something more recent.

Rethink your customer management tools like email marketing systems,
follow- up methods, and ask yourself:

¥% ,V LW WLPH WR LQYHVW LQ D PRUH FRPSUHKHQR/LYH HPL
WKDW DOORZV VHIPHQWDWLRQ DQGOKKYK FOMRNIIOY &S50 H J
&DPSDI"JQ

Look at your other tech tools such as sales page builders like LeadPages or
ClickFunnels , or webinar platforms like GotoWebinar, Zoom,  or Demio . With
business growth  in mind, ask yourself:

¥% 'R , QHHG WR VZLWFK WR D RQH VWRS VKRS V\VWHP ZKH!
VDOHV DQG SURGXFW GHOLYHU\ LV KDQGOHG LQ RQH SO
WKDW LQFOXGHYV

o ODLQ ZHEVLWH
o %ORJ

o 6KRSSLQJ FDUW
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o /DQGLQJ SDJHV
o (PDLO PDUNHWLQJ
% ([DPSOHV RI RQH VWRS VKRSV LQFOXGH

o .DMDBPOQGRGIRU FRXUVH FUHDWRUYV

0 +XE6SHQGUHVK 6DIRMVFRQVXOWDQWYV

0 6KRSL®WLJ &SRPPHUFRI&ERPPHUBRGROXV LRI
HFRPPHUFH VWRUHYV

o ODUNH®*HPDLO PDUNHWLQJ OHDG PDQDJHPHQW PRE
PDUNHWLQJ XSVHOOLQJ FXVWRPHU HQJDJHPHQW

o L[+ ZHEVLWH RQOLQH SUHVHQFH RQOLQH VWRUH |

-

Key Takeaways:
% S5HYLHZ \RXU EXVLQHVV SURFHVVHV UHJXODUO\
% .HHS SURGXFWLYLW\ WRROV XSGDWHG IRU WKH EHVW SH!

~

J
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Gtion Steps: \

1. 4XLFEN :LQKDWVWKH PRVW XVHIXO WRRO \RX XVH"|'R \RX
ODWHVW YHUVLRQ"

2. 5HYLHZ WKH SURFHVVHV \RX KDYH LQ SODFH DQG DVVHV\
ZLWK WKHP E\ DQVZHULQJ WKH TXHVWLRQV OLVWHG LQ \}I

3. :KDW FULWHULD RU SURFHVYV ZLOO \REXNVGHWR BKDKQUHWL
VR WKDW \RX NHHS WKH FRUH EXVLQHVYV JRLQJ ZKLJOH JU

4. /LVW DOO WKH WRROV \RX XVH DQG WKHLU FRVW| $VVH
ZHDNQHVVHV WR \RXU EXVLQHVV &DQFHO DQ\ VXEBEVFULS

K \RX GRQIW XVH DQG KDYH QR LQWHQWLRQ RI xyﬂ DQ\ \
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ORGXOH + SUHDWH <RXU
*URZWK 30DQ

I n the previous modules, you reviewed the major parts of your business in

detail. Now it § ¥me to bring everything together and create a plan to make
the modifications you want; what to add, remove, or change and the
strategies and tactics you want to introduce. <R X §l&b@actor in the cost and
risks to be assessed.

In this module,y R X £@d&e the Business Growth Plan which will put you on
track to expand your business  to the level thaty ou desire.

What Goes in Your Business Growth Plan

Your business growth plan for next 12 months needs to include the
following:

Business
Mission &
Vision

|deal Business
Customer Goals

Marketing Team Processes &

Strategy Members Tools

Milestones
Key Metrics &
Deadlines

Financial
Forecast
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%XVLQHVV OLVVLRQ DQG$IVXPRQU\ RI \RXU PRKAN"'\R XU
EXVLQHVYV

,GHDO &XVWRBKWHVFULSWLRQ RI ZKR \RXU LGHDO FXVWRF

%XVLQHVV *RDECGBHFLILF JRDOV \RX ZDQW WR DFKLHYH IRU
LQ WKH QH[W \HDU

ODUNHWLQJ 6 WUWUDMKHIVSHFLILF WDFWLFV \RXfOO IRFXV R
\RXU JRDOV EDVHG RQ \RXU DVVHVVPHQW RI \RXU EXVLQ

7THDP OHPEHWY 7KH SHRSOH UHVRXUFHV WRIXZL ORXQHHG
EXVLQHVYV LQFOXGLQJ DQ\ IUHHODQFH RU RXWVRXUFHG |

SURFHVYVY ,PSURYHPHQWW &KRRPIHV \RX SODQ WR PDNH LQ
WR UXQ \RXU EXVLQHVYV PRUH HIILFLHQWO\

JLODQFLDO )RUHKKFRDMIWSURMHFWHG UHYHQXH FRVWV DQG
.H\ OHWULFW¥RZ \RXfOO PHDVXUH \RXU SURJUHVV WRZDUC

OLOHVWRQHY DQG "HD6®HBRHYF WDUJHWYV WR DFKLHYH DQ
IRU JHWWLQJ LW GRQH

Completing Your Business Growth Plan

Business Goals

You have already worked  on the 3:K\"" \ R X Y W Husiness and clarified your
ideal customer. Now L Wifh¥ to go deeper.

Consider your reasons for growing your business that you listed back in the
beginning of this course before you set goals that are either too large or too
modest. Think in terms of financial and lifestyle goals as your business
growth will affect your lifestyle.
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Be specific about what you want to achieve. For example, how many new
customers you want  to gain and the anticipated size of your customer base
at the end of the period.

Try to plan some quick actions you can take for immediate gains (such as a
simple addition to an existing product that you can offer without much

additional work),  as well as longer-term goals (such as developing an
entirely new product from scratch).

Marketing Strategy

Review the current marketing assessment you did in an earlier module and
make decisions on where \R X f@k& changes in your marketing tactics.
Include changes \R X fh@@aka to existing tactics, new tactics \ R X fa@dOcosts
involved, and how everything will impact your goals. Impact coul d be things
like a specific increase  in revenue or decrease in cost or time.

Team Members

Do precise budgeting to decide on the right level of people resourcing. It's

important that resources are prioritized, so that areas of a business which
are key to delivering your overall aims and objectives are adequately
funded. If funding isn't available, this may involve making cutbacks in other

areas. Allocate resources  to reflectyour E XV L Q Hydsttihivand future
direction.

Refer back to your work in the Team Development module to see where you
can make better use  of the people resources you have now, as well as where
it makes sense to add new team members. Lay out those responsibilities,

along with the costs associated with current and new team member S so that
you can see what addition  al funding you need to tap into.

Depending on the changes you make, note any cost savings too.
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Process Improvements & Tools

Decide on the changes you want  to make to your business processes and
tools. Record their  im pact on your goals and how they affect your costs,
including any cost savings that will happen from the changes.

Determine Your Financial Forecast

A detailed cash flow forecast is essential for this process. This includes
current revenue and expenditure as well as projected revenue and
expenditure for the modifications you want to make.

Enough money must  be in the pot to keep the core business running, as you
need to ensure that your income continues over the growth period. Your

outgoings will rise sooner and faster than your revenues. Build in some
surplus to your projections in case projects run over tthings often take

longer than you think they will.

You need to know:
% +RZ PXFK LQYHVWPHQW LV UHTXLUHG WR IXQG WKH JURZ
% +RZ PXFK FDVK \RX QHHG WR KDYH DYDLODEOH IRU \RXUV
% :KHQ LQYHVWPHQW ZLOO EH QHHGHG
% :KHQ LW ZLOO EH DYDLODEOH

When you work  on your financial projections, you need to take into account
your planned business activities. For example,

¥%» <RXU SURPRWLRQ FDOHQGDU
¥» $Q\ VHDVRQDO IOXFWXDWLRQV WKDW DIIHFW \RXU EXVLQ
¥ :KHQ \RX JHW SDLG
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¥% 3RVLWLYH DQG QHIJDWLYH UHVXOWY IURP ODXQFKHYV
¥% 1HZ SURGXFW WULDOV

Look back at yourlast \H D UdfaM to help you with some  of the information
for this.

Complete the spreadsheet on a month by month basis.

<R X H®©dble to see the cash left at the end of each month. Some months

may go into thered. If this is temporary and will  be compensated by income
the following month, L Waticéptable. But if it means you're not going to be
able to pay your bills when they become due, you'll have to bring in more
income or borrow some cash  to cover the shortfalls. Otherwise, \R X heed
to go back and adjust the changes you plan to make, so that you always

have enough cash available.

How to use the spreadsheet

¥ $G6G LQ DQ\ FDWHJRULHVY WKDW PDNH WKLV SHUVRQDO WI

¥% 30D\ ZLWK \RXU QXPEHUV VR WKDW \RX JHW GLIITHUHQW
KHOS \RX GHFLGH ZKLFK zZzD\ WR JR )RU H[DPSOH

o $GG LQ D ORDQ RI N DQG VHH KRZ WKDW FKDQJHV \RX

o 'R D SURMHFWLRQ IRU pVORZ DQG VWHDG\Y JURZWK D
IXULRXVY JURZWK ZH ORRNHG DW WKLV LQ WKH ILUVW
WKH WZR

o ODNH D EHVW FDVH DQG ZRUVW FDVH VFHQDULR SURMH
o $GG LQ RU WDNH RXW GLITHUHQW FKDQJHV WR \RXU SO
¥% 6DYH WKH GLITHUHQW YHUVLRQV DV M} S®RXIWD WS UHDA YV KRHH

Fill in the provided spreadsheet to help you complete your forecast, tailoring
it as needed to suit your own business.

Once \R X ¥dthpleted the spreadsheet, you may need to go back and
revise the changes you plan to make, depending on how much of a financial
investment you are willing to make in your business growth.
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Finalize Your Business Growth Plan

7 KH U H®Mmplate in your Action Guide for you to fill in with a summary  of
all the work \R X T ¥dthe and to record all the changes you want to make.

Complete as much of it as youcannow-w Hfr&®@n to Key Metrics and
Milestones & Deadlines in the last module, so leave that blank for the time
being.

@ N

Key Takeaways:

¥% :KHQ \RX DUH FUHDWLQJ D %XVLQHVV *URZWK 30
IRUHFDVW LV HVVHQWLDO

¥ &RPSOHWH \RXU FDVK IORZ IRUHEDFRQR® BEDPRQOW

DQ D

MR \R X

\ FDQ VHH ZKHQ PRQH\ FRPHV LQ DQG ZKHQ LW JRD
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Action Steps:

1. 4XLFN :L@BODQ VRPH TXLFN DFWLRQV \RX FDQ WDNH IRU I
VXFRVD VLPSOH DOGCRPHRYWLQI SURGXFW WKDW ZLOO I
ZLWKRXW PXFK DGGLWLRQDO ZRUN

2. 8VLQJ WKH GDWD \RXYfYH DOUHDG\ JDWKHUHG LQ RWKHL
SODQ XVLQJ WKH WHPSODWH LQ WKH $FWLRQ XUGH D
OLOHVWRQHVY DQG '"HDGOLQHV WR VKRZ \RXU JRDOVYV DQG
WR PDNH 7KLV LQFOXGHYV

OLVVLRQ 9LVLRQ
,GHDO &XVWRPHUYV
%XVLQHVYV *RDOV
ODUNHWLQJ 6WUDWHJ\
7THDP OHPEHUV
SURFHVVHY DQG 7TRROV

3. &RPSOHWH WKH ILQDQFLDO IRUHFDVWLQJ VSUHDG|VKHHW
\RXU SODQQHG FKDQJHYV

4. 5HYLVH \RXU SODQ DV QHFHVVDU\ EDVHG RQ \RXU ALQDQF
GHFLVLRQV \RX PDNH DERXW ZKDW \RXJUH ZLOOLQJ WR L

-~ 0o o0 TP
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ORGXOH SDHYLHZ DQG SHIL

I n this final module, \ R X fc@plete your Business Growth Plan with your

metrics and set deadlines for progress. <R X §lsb®ave the opportunity to
review the course and plan future action.

Key Metrics for Your Business Growth Plan

Keeping track of progress is vital to ensure healthy business growth. Having
metrics in place allows you to measure your progress towards your goals
and make sure \R X § brHrack to achieve them.

There are some key metrics to track, including:
¥ SHYHQXH
¥% 3URILW
% &RQYHUVLRQ UDWHYV
% 1XPEHU RI FOLHQWYV
% 1XPEHU RI VDOHYV

Once you have gathered data, you can assess the success of a particular
project and make changes if necessary.

Milestones and Deadlines

During this course,y R X { jrbbably pinpointed several areas for change to
support your business growth. You can i &hieve all this in a few weeks, or
HGM Consulting hgmconsulting.ca
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even afew months, so be patient. 'R Q frW to take on too many changes at
once, or you risk overwhelm and possible burnout. Instead, \R X fvard to
set strategic and attainable deadlines.

Strategic deadlines are designed to help you move closer  to your 12-month
goals, and milestones are the stepping stones to get you there.

Be specific about the targets you want to achieve and assign deadlines for
getting them done. + H U Hafi eéxample:

% <RX SODQ WR VHW XS D ZRENHQDUPIKQHRQ AW QH FRXUVHV
¥%2» <RXU GHDGOLQH LV \RXU ODXQFK GDWH IRU WKH ILUVW Z

% <RXU PLOHVWRQHVY DUH WKH VWHSV ZLWK GDWHV \RX Q
ODXQFK GD\

When you set specific targets, you can quickly measure your success si nce
L Wefidy to see if \ R X | ddhieved them or not.

What You Learned

This is a course you can refer back to time and time again as you move

through your business growth. , Wifyortant to reflect on what \RXYYH
learned, so answer these questions and complete the action plan in your
Action Guide:

¥ :KDW KDYH \RX OHDUQHG DERXW FUHDWLQJ D %XVLQHVV
Y2 :KDW GLIILFXOWLHY KDYH \RX HQFRXQWHUHG"
¥%» +RZ GR \RX SODQ WR DGGUHVV WKHVH"

¥» :KDW IXUWKHU VWHSV FDQ \RX WDNH WR EHFRPH FRPI
SURFHVV"
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-

N\

Key Takeaways:
¥, Use metrics to track progress and measure success.

¥ $VVLIQ VSHFLILF GHDGOLQHV WR WDVNV WR HQVXUH \RX

~

J

.

Gztion Steps:

1. 4XLFN ZL&&RPSOHWH \RXU %XVLQHVV *URZWK 30DQ|ZLWK

HOHPHQWY RI .H\ OHWULFV DQG OLOHVWRQHV 'HDGOLQH
LQ \RXU $FWLRQ *XLGH

5HIOHFW RQ ZKDW \RXYfYH OHDUQHG E\ DQVZHURKUWKH T
$FWLRQ *XLGH

S5HYLHZ WKH FRXUVH WKRURXJKO\ DQG XVH WKH DFWLRQ
*XLGH WR UHFRUG \RXU JRDOV DQG ZKDW QHHGV R KDS
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